








The Internet has become an integral part of the way we do business, and businesses need 

to embrace it to compete and stay ahead. A fully functioning and informative website 

is now essential for businesses wanting to expand their reach, reduce costs, promote 

customer care and grow revenue. 
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However, gaining a presence on the web is not 

enough on its own. Just as any business needs to get 

its product message across through marketing, 

a business needs to promote its website. There are 

several ways to do this. In this article we take a look 

at one key approach: search engine optimisation, 

or SEO. 

Search engine optimisation is a technique designed to 

make websites easier to find by search engines such 

as Google and Yahoo. One of the essential needs to 

‘optimise’ your website is quality content. 

The overriding reason people browse the Internet 

is for information. Therefore, the content on your 

website needs to satisfy this thirst for information. 

Search engines also love content. When your potential 

customers browse the Internet, their first port of call 

is a search engine, and the search engines look for 

content to match the search query. Thus, if you want 

the search engine to find your website, high-quality 

content is essential.

The content on your website is also your opportunity 

to display your business credentials and expertise.  By 

definition, people visiting your website for the first 

time know little about your business. This means 

your website content has to create trust in the minds 

of visitors by leaving them with the belief that your 

business has the answers to their questions and the 

expertise to deliver solutions. So give your visitors the 

information they are looking for. 

When displaying search results, the search engines 

use a form that includes title and description tags. 

A tag is a keyword or short phrase that acts as bait 

for the search engines. Your web developer will build 

these into your website but will need your help. When 

deciding these keywords and phrases, put yourself 

in your customers’ shoes. Don’t use jargon; imagine 

what words potential visitors would use to search for 

a website such as yours. 

If you follow these simple tips, you can make your 

website more search engine visible and visitor friendly.

Getting found on the Internet
– content is key
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Attracting the best talent – 
the SME advantage

Around the globe, small and medium-sized businesses face great difficulties in attracting 

talent. From Las Vegas, London, Johannesburg, to Hong Kong, it’s the same old story: 

schools and universities advise their students to seek a job with a large organisation. 

They tell them this is the best route for gaining 

experience, and that having an impressive name on 

their CV will open doors to future opportunities. Sadly, 

not only does this philosophy hinder managers in small 

and medium enterprises (SMEs), it is largely untrue.

In reality, an SME is a far better place to gain experience.  

And the value of listing a well-known organisation 

on a CV is slight when compared with the broader 

experience that an SME can offer.  However, to attract 

the best talent, SMEs need to get this message across 

clearly.  Let’s now have a look at what SMEs can offer 

prospective employees.

Experience
The first few years in a large organisation usually 

expose new employees to routine and redundant tasks. 

Sheer repetition is valuable for re-enforcing technique, 

but little else. The nature of assignments at SMEs forces 

employees to develop a broader understanding of the 

work itself, and exposes them to a greater variety of 

tasks.  Employees in SMEs see, and feel a part of, the 

bigger picture at a much earlier stage in their careers.

Alternative career tracks
Typically, large organisations will route every new 

employee through the same induction course, and the 

same set of assignments.  All businesses have steps in 

place to support those who wish to scale the corporate 

ladder; given the advantages I have already described, 

SMEs should be able to progress top talent through 

those steps more quickly.  

Business World

10 Business World – Autumn 2010



single day. By themselves, these are enticing benefits 

of working at an SME. However, SMEs can increase 

the size of these benefits by using psychometrics 

such as the Predictive Index.  Coming in the form of a 

simple work-style assessment, this five-minute exercise 

yields information about a prospective employee’s 

behavioural drives and motivational needs.  A business 

can then use this information to tailor its approach to 

each person.

Once a prospect completes an assessment, you’ll know 

what areas to focus on – those that they’ll find difficult 

to resist! One candidate will be attracted to challenge 

and the chance to prove himself, while another will be 

interested in a family atmosphere and non-threatening 

supervision.  You’ll also know for each person what 

kind of orientation and career path will be more or 

less attractive.

While there are no good or bad profiles, psychometrics 

will tell you in advance if a candidate is a poor fit for 

your culture or structure.  Filtering out unsuitable 

candidates not only saves money, it means you 

don’t have to second-guess and it also saves much 

unwelcome frustration.  

Promoting these advantages, and tailoring an approach 

according to the psychometric profile of each job 

candidate, gives the SME a significant advantage when 

trying to recruit top talent.

However, many employees may be uncomfortable with 

a rigid career path.  Because of their size, SMEs have 

fewer rules and procedures, and can offer divergent 

career tracks.  For example, some employees are ill-

at-ease in general management and may prefer to 

plateau somewhere below this level.  Others will wish 

to specialise; a resourceful management team will 

encourage this and attract new clients who need the 

specialist expertise. In consultation with each employee, 

SMEs can design a custom-made career track to 

suit every employee – and SMEs should make every 

potential employee aware of this attractive feature, 

which is not available in most large organisations.

Flexibility
Nearly all SMEs can offer flexible work schedules – 

another advantage over most large organisations. 

Interestingly, most young adults now entering the 

workforce cite time with friends and family as being more 

important to them than how much they might earn.

Mentoring
Anyone who has worked in a large organisation knows 

how it feels to be a small cog in a large corporate 

wheel. Equally, it is frustrating to go unrecognised for 

unique talents and skills, or for making a consistent 

contribution.  Small and medium-sized businesses are 

small enough that even the chief executive knows new 

employees by name.  And new employees will benefit 

from both the formal and informal mentoring that 

experienced managers can offer.  Managers view the 

employee not as insignificant, but as a key contributor 

to the success of the business. This close involvement 

is an advantage that an employee will experience every 
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Similarly, internal controls that set and monitor 

benchmarks, targets and deadlines for example, are 

central to risk management, reflecting the adage, 

“what’s inspected, is respected”. They provide 

management with insight into the delivery of key 

activities, signalling when intervention may be needed. 

A bona fide business must equally control delivery of 

its regulatory and legal obligations by monitoring and 

assessing compliance.

Too often risk management is a paper based, 

bureaucratic  exercise bound up in reports and 

committees. The cost-benefit analysis feels weak and 

activity falls by the wayside in the face of competing 

pressures. Boards need practical, engaging mechanisms 

to manage risk and ensure compliance. To be systematic 

and embedded, risk management must be part of day 

to-day activity, not an isolated exercise. The outputs 

must be treated with equal importance to those of 

product design, sales and marketing. To drive from A to 

B a business needs to use mirrors, indicators and brakes, 

not just the accelerator. The following may help.

Don’t assume risk management is a black art. 

People are good at complaining about what might 

go wrong. Use this negative energy positively. Narrow 

down what are real risks and not just “issues with the 

management”. Discuss their likely causes and agree 

actions to avoid or mitigate their impact. This offers a 

bottom-up view based on operational experience and 

achieves staff engagement.

Integrating governance, 
risk and compliance

Business World

Risk management is central to corporate governance because it is the responsibility 

of the board to look after the assets of the company and to protect the value 

of their shareholders’ investment. This requires them to look beyond what is planned, 

to what is not and be in a position to respond.
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Require all managers to be risk managers 

supported with performance based rewards 

clearly linked to meeting risk management objectives. 

Risk identification, assessment, mitigation and 

reporting should be core activities for all managers. For 

others, be they in sales or system testing, make active 

participation in risk management processes a hygiene 

factor for bonus payments. A risk manager is anyone 

responsible for the delivery of targets or tasks with the 

knowledge and opportunity to identify and assess risks 

in their domain that others may not.

Communicate the board’s “risk appetite” using 

quantitative or qualitative parameters, supplemented 

with examples. State what risks should be managed 

locally and what should be escalated to department 

heads, an audit/risk committee or the board. Such 

individuals or groups need clear terms of reference 

confirming their role and level of authority, 

remembering that delegation is not abdication; 

responsibility remains with the board.

Communicate key risks and internal control 

targets and benchmarks, helping staff understand 

what’s needed in the context of the implications.

Communicate significant risk mitigation activity 

(or the reasons for none), so staff can see their board’s 

response, building trust in the processes.

Report on risks and internal controls with the same 

frequency and degree of scrutiny as growth based 

measures. Reviewing sales volumes and profit margins 

in the context of above-threshold client complaints, 

say, may lead to different decisions than if considered 

in isolation. A balanced scorecard promotes this 

joined-up thinking and keeps risk on the agenda when 

making business decisions.

Treat regulatory and legal compliance as a risk matter. 

Internal controls can be used to ensure compliance with 

externally driven requirements as well as core business 

or support processes. Use the risk management process 

to report on these controls rather than creating a 

separate, additional reporting line.

If you have internal audit resource, use it to review the 

effectiveness of governance, risk management and 

internal controls design to ensure they remain effective 

and reflect best practice: 

	 •	� Do the processes, measures and reports help 

the business to mitigate risk and improve 

performance?

	 •	� Are they being used, reviewed and acted on 

as expected?

If not, what needs to change? 

Avoid “exception reporting”. Remind the board what 

is effective, and worth the cost, as well as what needs 

improvement. 

In summary, keep it simple, involve staff at all levels, 

use common reporting mechanisms to facilitate equal 

treatment, and keep your approach under review.
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Whether you are an electrical supplies wholesaler or a manufacturer of oilfield equipment, 
the challenge is the same. How do you maximise your margins by keeping your administrative 
processes as streamlined as possible? Are you wasting time and money by supporting paper-
intensive processes to handle quotations, orders, shipping notices, receipts and invoices?  

Where is it coming from?  

Recently a trade association representing a group 

of independent distributors conducted a survey among 

their 146 member-companies.  These distributors and 

wholesalers ranged from $16 million to $142 million 

in annual sales. When asked about the supply side of 

their businesses, more than 70% of respondents said 

they received between 100 and 250 invoices a month 

from suppliers.  The troubling statistic was that almost 

90% of respondents said that 20% of the invoices 

they receive do not match the original purchase orders 

(PO) (Table 1).  

Percentage of invoices 

that don’t match PO

Percentage of 

respondents

20% 89%

21% to 30% 3%

31% or more 8%

Table 1

Taking a closer look 

To understand better what’s behind the paper problem, 

we did some further research. We interviewed 

a typical distributor – a wire and cable distributor with 

annual sales of more than $6 million – who receives 

between 250 and 500 paper invoices each month 

from suppliers, coming from twenty or more sources.  

“The problem with shuffling so much paper is it causes 

us to make mistakes, adds additional phone calls, and 

delays payments that cause ‘summit’ meetings with 

our suppliers to resolve disputes…” says their head 

of Accounts Payable.

Where the flood begins
Let’s look more closely at the distributor we mentioned 

earlier.  A good portion of their business originates from 

quotation requests received from electrical contractors 

or builders. The customer service department 

responds to as many as 300 of these requests every 

week, receiving most of them by fax or email.  All 

quotation requests are entered into the distributor’s 

core inventory and accounting system to be priced, 

producing a sales order if the bid is accepted.  The 

purchasing department constantly monitors inventory 

levels, customer orders, promise dates, and supplier 

lead times to determine when to place replenishment 

orders with suppliers. Although supplier POs are 

generated from the purchasing system, they are 

mostly printed and faxed to suppliers. Sometimes the 

POs are emailed. Either way, the suppliers, in turn, 

reprint the PO and manually enter it into their order 

entry system.  

This raises an important question: how many times 

do we convert information from digital to paper to 

digital formats?

Keeping your head above water
So it appears that when it comes to purchasing, 

automation quickly stops (64% of respondents said) 

and we revert to a fax machine, telephoning, or 

conventional mail.  Most distributors say they are more 

interested in winning new bids or customers than 

improving back office and accounting efficiencies; 

these rarely feature on their radar. 

Are you pushing 
too much paper?
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How to get relief  
E-commerce has succeeded in removing large chunks 

of expense between distributors and manufacturers by 

communicating orders, invoices, and reconciliations 

electronically – even overnight. Instead of shuffling 

paperwork, the companies electronically synchronise 

product data and pricing, which allows the two trading 

partners to use computers to handle the workload, 

without manual intervention. The foundation for 

this computerised cost-saving process is synchronised 

product and pricing data held at a central secure 

data repository – a collaboration hub. Manufacturers 

respond with electronic acknowledgements, shipment 

notices, and invoices. Distributors can then manage 

their payables electronically and use exception rules to 

manage the process where items don’t match. 

Many finance and IT directors believe it needs a large 

investment to automate these processes, remove the 

paper and reduce the costly manual intervention. 

E-commerce tools have made some great advances 

and there are many smaller and successful companies 

that are supporting on-demand software available 

for a monthly fee, with little or no up-front payment.  

These solutions essentially serve as a doorway into a 

distributor’s core inventory and accounting systems 

for suppliers or customers. By sharing critical demand, 

inventory and order data with their supply chain 

partners, distributors can eliminate or reduce many of 

the issues mentioned earlier.  

News in brief

Russell Bedford has expanded its coverage in Eastern Africa with the 

appointment of Sejjaaka, Kaawaase & Co. Certified Public Accountants 

as the network’s correspondent firm in Uganda.  Sejjaaka, Kaawaase & 

Co. is one of the leading local CPA firms. Based in the capital, Kampala, 

it operates in the fields of auditing, accounting, taxation and general 

financial consulting. The firm has extensive experience in a broad range 

of fields, with a particular edge in the public sector and in international 

development agency project audits.

Russell Bedford has taken a further step in its expansion in East Asia 

by adding a member CPA firm in Taiwan.  Jiang Sheng & Co. (JSG) is a 

firm of certified public accountants founded in 1975.  It has grown into 

a full service four-partner firm with four office locations, namely Taipei 

(head office), Taichung, Kaohsiung and Gangshan, covering all the major 

metropolitan areas in Taiwan.  With 88 personnel and over 1000 clients 

– the largest being corporations in the manufacturing and engineering 

sectors – JSG ranks amongst the second tier CPA firms behind the Big-4.

Russell Bedford has strengthened its presence in the South East Asia 

region with the appointment of Mercado, Calderon, Jaravata & Co. 

(MCJ & Co.) as the network’s first member firm in the Philippines.  

Located in Makati City, the main business district of the capital Manila, 

MCJ & Co. is one of only approximately 35 audit firms that are 

registered with the Philippines’ Securities and Exchange Commission 

(SEC) as Group ‘A’, the highest category of audit firm accreditation.

The Russell Bedford accounting network has announced the 

strengthening of its coverage in South America by the appointment of 

a new correspondent firm in Paraguay. Cayba S.A., based in Asunción, 

is one of Paraguay’s leading firms in its key areas of focus: accounting 

and tax compliance, corporate finance, investment advice and trusts. 

The appointment of Cayba means that Russell Bedford is now 

represented in all the Spanish-speaking countries in South America.

For the second year running, the Russell Bedford network is a Global 

Contributor to the World Bank’s Doing Business project, providing data 

for the project’s Paying Taxes survey. The results of the research will be 

presented in the bank’s annual Doing Business report.
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